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LIFESTYLE HOTELS  
MIDSCALE	  –	  LUXURY	  
•  More	  o2en	  defined	  by	  the	  uniqueness	  	  
of	  character	  than	  their	  luxury	  status	  
	  
•  In	  the	  past	  few	  years,	  almost	  every	  major	  hotel	  
group	  has	  brought	  new	  hotels	  to	  market	  under	  	  
the	  ‘lifestyle’	  segment	  
	  
Created for the  
MODERN-DAY TRAVELER 
2	  
The MODERN-DAY Traveler 
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FOOD	  &	  
BEVERAGE	  
EXPERIENCES	  	  
What are they looking for? 
AN	  
‘AT	  HOME’	  
FEELING	  
PERKS	  &	  
PERSONALIZED	  
ATTENTION	  	  
	  
THE	  
EXPERIENCE	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TECHNOLOGY	  
•  Decreasing	  cost	  of	  communica\on	  
•  Increasing	  usage	  of	  social	  media	  
•  Novelty	  spreads	  quickly	  
	  
GLOBALIZATION	  
•  Brands	  have	  become	  ubiquitous	  
•  Cultural	  variety	  is	  diminishing	  
	  
	  
URBANIZATION	  
•  More	  people	  today	  live	  in	  urban	  cores	  (54%	  in	  2014	  -­‐>	  66%	  in	  2050)	  	  
•  The	  rise	  in	  urban	  popula\ons	  begets	  a	  rise	  in	  independent	  businesses	  
•  Urban	  hotels	  have	  greater	  access	  to	  interes\ng	  local	  experiences	  
•  This	  urban-­‐migra\on	  has	  been	  led	  mostly	  by	  millennials	  
Underlying History 
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Everyone is talking about 
THE MILLENNIALS 
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BORN	  BETWEEN	  1983 – 2001 
 
MAKE	  UP	  MORE	  THAN	  ¼ of the Population 
 
TAKE	  MORE	  FREQUENT	  VACATIONS	  
•  O2en	  stay closer to home 
•  Look	  for	  a	  more	  local / intimate experience 
•  Are	  more	  interested	  in	  International Travel than	  
non-­‐millennials	  75% vs 52% 
 
OUT	  OF	  REPEAT	  GUESTS	  
•  24% are under 40 and	  make	  up	  less	  than	  22% of our 
revenue 
 
Who are they? 
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HIGHER	  ONLINE	  ENGAGEMENT	  	  
•  This	  greatly	  affects	  a	  property’s	  reputa\on	  
	  
HIGHLY	  RESPONSIVE	  TO	  TECHNOLOGICAL	  
CAMPAIGNS	  
•  Can	  have	  greater	  reaches	  
	  
MUCH	  HIGHER	  BRAND	  LOYALTY	  
	  
Poised	  to	  TAKE	  OVER	  the	  BULK	  OF	  TRAVEL	  
SPENDING	  in	  the	  coming	  years	  
Why are people paying attention 
to them? 
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INSTANT GRATIFICATION 
 
TECHNOLOGY INTERACTIONS (App-based) 
 
VIVID PHOTOGRAPHY 
 
UNIQUE HOTELS 
distinctive from others in style, design and service 
 
THE STORY 
personality and experience of their travels 
What do they want? 
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How do we Attract Them? 
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BLOGS 
•  Vivid	  photography	  
•  Lists	  and	  “Buzzfeed-­‐esque”	  content	  
SOCIAL MEDIA 
•  Promote	  guest’s	  engagement	  while	  on	  property,	  encouraging	  them	  to	  
Tweet, Facebook - Like or Instagram Photos 
•  Engage	  guests	  in	  real	  \me	  while	  they	  are	  on	  property	  –	  	  
Retweet and/or Like their posts 
Online Presence 
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Developing	  different layers of texture on property 
 
Appealing to	  all the senses to	  curate	  a	  rich	  profile	  
•  Visually	  –	  art	  programs,	  uniforms,	  and	  ar\facts	  that	  tell	  a	  story	  
•  Sound	  –	  DJ-­‐curated	  music	  
•  Smell	  –	  unique	  scent	  
•  Feel	  –	  custom	  terry	  &	  linen	  
•  Taste	  –	  locally-­‐sourced	  coffee	  &	  mini-­‐bar	  programs	  
Creating a Unique Identity 
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IN-ROOM AMENITIES 
•  Modern-­‐day	  travelers	  are	  travelling	  with	  less	  and	  
expect	  more	  in-­‐room	  ameni\es	  	  
i.e.	  high-­‐end	  toiletries,	  quality	  blow-­‐dryer,	  high-­‐
end	  in-­‐room	  coffee	  program	  
 
WELLNESS / FITNESS 
AMENITIES 
•  Yoga	  Mats	  
•  Partnerships	  with	  local	  gyms,	  spas	  and	  yoga	  
centers	  
•  Joint	  or	  group	  sessions	  
Programs & Amenities 
PET PROGRAMS 
•  Pet-­‐friendly	  hotels	  
•  Partnerships	  with	  local	  pet-­‐sipers	  to	  
provide	  dog-­‐walking	  and	  other	  care	  
 
CONNECTIVITY 
•  In-­‐room	  Bluetooth	  speakers	  
•  Streaming	  video	  services	  
•  Free	  Wi-­‐Fi	  	  
•  Ample	  in-­‐room	  outlets	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LOYALTY PROGRAM 
•  More	  than	  perks	  –	  also	  high-­‐touch	  guest	  service	  
•  Local,	  personable	  ameni\es	  
	  
CUSTOMER RELATIONSHIP MANAGEMENT 
•  Listening	  to	  guest	  feedback	  
•  Customer	  data	  is	  given	  with	  the	  expecta\on	  that	  you	  will	  do	  
something	  with	  it	  
•  Technology	  that	  allows	  instant	  feedback	  while	  on	  property	  
Personalization 
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Hotels	  posi\on	  themselves	  as	  an	  integrated	  part	  of	  the	  local	  
travel	  experience	  
	  
Programming	  drives	  engagement	  between	  locals	  and	  
visitors	  by	  developing	  events	  that	  cater	  to	  locals	  
	  
Hotels	  act	  as	  portals	  to	  the	  local	  communi<es	  by	  pairing	  up	  
with	  local	  establishments	  to	  create	  unique	  experiences	  
	  
Monthly	  events,	  such	  as	  art	  exhibits,	  help	  engage	  the	  local	  
neighborhood	  and	  involve	  the	  community	  
Community Engagement 
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